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ABSTRACT 
Local swim schools are places where parents can pay and have their children undertake useful fitness training programs. This 
study follows a pre-event, at-event and post-event behavioral model to gauge how parent loyalty may be promoted over time. 
This value model shows swim schools with quality products, reasonable pricing, good servicing and offering an emotionally 
satisfying experience likely generate ongoing parent loyalty. Hence swim schools monitoring parent perceptions of their fitness 
training programs should deploy skilled (and personable) fitness trainers (or coaches) and should build programs that grow the 
parent’s motivation to attend. 
 
Keywords:  Swim school, fitness, training, sport, value, loyalty. 
 
FITNESS TRAINING 
Parents utilize fitness training options and activity-based programs as a mechanism to actively engage their children. Such 
options and programs encourage individual participation, individual skills development and personal improvement, and these 
in-turn encourage a healthy and competitive lifestyle. Fitness training includes preparation for any of the raft of Olympic sports, 
any other team and competitive sports (including cross-fit, baseball, squash, cricket, car racing) and any location-specific sports 
(including surf life-saving, hiking, mountain biking, sky-diving). Activity-based programs can extend across aspects of dancing, 
Zumba, rock-climbing, gaming, debating through to passive activities like chess, memory-recall or cards.    
 
In each of these fitness options the participant’s mind and body sharpen over time, and further coordination is acquired. Hence 
parents seek-out the locally available fitness programs that they or their children deem suitable. The fitness programs chosen are 
generally within an acceptable travelling distance from the parents’ home and they often emanate from the school sport program 
in which the child shows some prowess.  
 
Fitness training is competitively structured to appeal to a range of potential participants, and to motivate them into continuing 
to attend [10]. These motivated participants also display behaviors that align with their specific suite of attendance and activity 
expectations. Participants and their parents can also be grouped, and compared based on their attendance motives [21][30][31].  
 
This study assesses the parents’ perspectives of a local swim school in North Queensland Australia, and seeks to determine the 
values they believe are being extracted, along with their reflective views concerning the level of satisfaction they hold 
consequently their loyalty to this local swim club. It follows the model established and tested by Hamilton and Tee [11][12] and 
Hamilton et al., [13][14]. This model is adapted (Figure 1) to capture the behavioural motives (as parent expectations (but not 
attitudes), consumption (as parent values being acquired through the swim school activities with their children) and gratification 
levels of the swim school parents as satisfaction and loyalty).  
 
Loyalty [14] is an outcome construct generated partly from servicing and facilities quality (Howat et al. [17]. It is also influenced 
by the emotive experiences (satisfiers) being acquired (Marandi & Harris, 2010), and the performance being perceived [16][17] 
and servicing being provided [18] in health and fitness clubs. In regard to sporting clubs Ferrand and Pages [8] apply Aaker’s [1] 




Figure 1: Value deliverance model Swim school to parents of participants 
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Swim schools provide passive interactions between the swim school and its coaches and the participants, but they do offer a 
broad sharing of knowledge, ideas and information [29] relevant to their service and its improvement.  
 
Psychological studies section consumers [21] studies behaviour and groups it into hedonic (emotional) or utilitarian (rational) 
motivates. Ajzen [2][3] extends the theory of reasoned action [1][8] into planned behaviour and recognizes that motivation can 
be captured as an intention to then perform or participate in a behaviour. Intention has a second level herein termed extension 
where unexpected input contributions can raise the performance of the behaviour. 
 
Psychologically motivation arouses controls within the parents to reinforce and to act towards reinforcing their (and their 
children’s) goal-selected behaviors. These motives emanate from their physiological, cognitive, behavioral, and social 
perspectives, and overall they drive an inner goal (or behavioral direction) that innately pursues the parent’s inner well-being. 
This psychological framework may be expressed by the parent’s actions and their recognition of this swim school’s activities 
being fit-for-purpose [25].  
 
Such parental behavior can be viewed as extrinsic (actions followed through because they as seen to be useful – such as providing 
feedback to the swim school and intrinsic (enjoyable interesting activity that enlists an actionable commitment to attending, 
supporting and motivating their children) [5][6]. Both motivations apply to the parent’s and their children’s engagement with 
the swim school, and both form an intention to attend. These motives also invoke a subsequent consumptive behavior, and 
during this consumption a set of values is continually being accumulated. Reflecting on these values collectively a net 




Eastman, Goldsmith & Flynn [7] see status consumption as the motivational process where persons (parents) strive to achieve 
improvement by conspicuously absorbing an item (swim school activities) that offers status to both the individual (parent) and 
those immediately around them (participating children).  
 
This status consumption can also motivate parents into undertaking additional consumption activities – suggesting that with 
more consumer status being derived more engagement in these consumptive behaviors occurs. Hence consumption theory is the 
value (or effect) that parents are obtaining through their acquisitions of ongoing swim school interactions. 
 
Sheth et al. [26][27], Sweeney and Soutar [28]; Roig et al. [24]; Prebensen et al. [23]; Hamilton and Tee [12] extend the 
consumptive value concept into a multi-construct as shown in Figure 1. This is logical as value is a conclusion that is being 
derived across many forms of input. Performance is a value dimension being recognized, servicing is a value dimension being 
received, economic value is a value dimension against monetary transaction position, quality is a comparison value dimension, 
satisfiers are the emotive value acquisitions being framed. Thus each value dimension has a different reason to exist, and each 
contributes the parent’s overall value positioning, and this value positioning changes in real-time as differing mixes are 
interpreted by the parent. 
 
Gratification 
The parent’s consumptive value acquisitions arise from their ongoing experience at the swim school. Where these are favorable 
then a level of satisfaction may be derived as a reflective outcome. If this satisfaction level is deemed sufficiently strong by the 
parent then they may express a loyalty commitment towards the swim school [15].  
 
RESEARCH STUDY 
This study was conducted in August 2016 at a Swim School in North Queensland Australia. It involved 101 parents of Swim 
School participants. Beyond the parental demographics capture a 5-point strongly disagree (1) to strongly agree (5) Likert scale 
question motivation-consumption-gratification approach was engaged to assess the key model pathways to win parental loyalty. 
 
ANALYSIS 
The average age of respondent parents is just under forty years, and seventy five per cent of these parents bring their children to 
the swim school only once per week, and thirteen per cent attend twice a week.  
 
Table 1 shows the driver in attending the swim school is the parent’s perception that their children improve in their swimming 
ability. Minor drivers are the cost, the proximity and the staff capabilities. The actual service levels (performance) being 
provided towards the children is not seen to be a significant offering – probably because it is expected. 
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Table 1: Swim school offerings 
Swim school offers % Cum %
value for $$ 10.9 10.9
good service 5 15.8
close proximity 12.9 28.7
improvement to  child’s swimming 58.4 87.1
experienced staff 12.9 100  
 
Table 2’s demographics show across the age ranges studied parents of children attending the swim school are loyal and they are 
prepared to travel some distance to operationalise this fitness training task for their children. Ten per cent of parents with 
participating children at the swim school travel over twenty kilometres to attend each week, but the greatest appeal of the swim 
school lies with those parents of participating children who live within a five kilometre radius of the swim school. This suggests 
a five kilometre targeted marketing campaign (such as household letter drops and/or approaches through local schools or local 
sport clubs and supported via website information) may bring new participants to the swim school  
 
Table 2: Parent loyalty drivers 
st disagree disagree neutral agree st agree
>20 0 0 1 1 2
20-39 0 0 1 11 10
40-59 0 0 2 6 7
60+ 0 0 0 2 0
20-39 0 0 1 3 6
40-59 0 0 1 5 8
>20 0 1 0 1 0
20-39 0 0 0 5 3
40-59 0 1 0 1 4
>20 0 0 1 0 2
20-39 0 0 1 1 1
40-59 0 1 0 0 0
20-39 0 0 0 2 4










Table 3 suggests these same parents are also well satisfied with the swim schools and the fitness training offerings provided to 
their children. 
 




















none 27.7 27.7 none 7.4 7.4 WoM 50.5 50.5
shade 19.8 47.5 staff 49 56.4 newspaper 2 52.5
parking 12.9 60.4 location 35.6 92.1 family/friend 36.6 89.1
other 39.6 100 other 7.9 100 webpage 9.9 99  
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Table 4 shows only thirty three per cent of parents offer parking and shade as areas for future improvement, and most find out 
about the swim school through personal contacts. The website enables ten per cent to find out about the swim school, but 
newspaper information reaches almost no-one in the targeted demographic. Eighty seven per cent find-out about the swim 
school by personal discussions and by word-of-mouth (WoM) sharing. 
 
Knowledge of Respondents 
The above tables show the parents understand the swim school and its deliverables, and they are likely to spread the news that 
it is effective in delivering fitness training and swim skills to their participating children. Next we model the constructs that may 
contribute towards parent swim school loyalty. 
 
Table 5 summarizes the constructs, their measures, and their properties that may be engaged to determine the pathways to 
acquiring swim school loyalty. 
 
All constructs are derived using factor reduction under principal axis factoring and oblim rotation (as some constructs are not 
normal). Resultant factor are stepwise derived after considering communalities, loads, cross-loadings and residuals. All 
resultant constructs (factors) have suitable Cronbach alphas, means, SD’s and represent at least 50% of the average variance 
expected. Hence all are suitable constructs for path analysis, for SEM modelling, and from which the total effects of constructs 
on loyalty may be determined. 
 
Table 5: Swim school loyalty build constructs 
 Construct items used  Construct Parameters
 N=101 Loading Alpha Mean SD AVE
Intension Expectations 0.78 4.23 0.59 0.55
3. share excitement and experiences with others 0.81
2.  enjoy the lesson with friends and/or family 0.76
1. have fun throughout the lesson 0.64
Extension expectations 0.74 2.95 0.74 0.5
8. lesson are longer 0.80
9. Prices are reduced 0.66
6. my viewing position is improved 0.66
Performance being acquired 0.79 3.60 0.64 0.57
14. Behaviour 0.86
15. Confidence and communication 0.78
12. Strength 0.62
Economic value for money 0.80 4.14 0.60 0.58
17. long enough 0.78
16. value for money 0.77
18. delivering the skills I expect to see  0.73
Servicing being delivered 0.79 4.33 0.57 0.61
25. happy with operating hours 0.93
24. able to approach a staff member at anytime 0.71
23. happy with overall pool facilities 0.67
Quality being experienced 0.77 4.19 0.55 0.48
28. the level of service I’m experiencing is consistent  0.87
27. is acceptable time length 0.66
26. is outstanding 0.62
29. health and hygiene services available are acceptable 0.57





33. meeting my needs 0.76
Loyalty (due to values acknowledged) 0.85 4.43 0.53 0.54
39. attending the swim school was a good choice 0.88
43. overall I am loyal to this swim school 0.79
37. today’s lesson gave me everything I expected 0.76
34. sign up for term 4 of swimming lessons 0.65  
 
The Figure 2 loyalty path model developed from Table 5 using AMOS 23 shows a valid and high quality model exists (χ2/df = 
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1.76, p(Bollen) < 0.23, all paths significant at p < 0.05, no MI paths to add, small data set TLI = 0.94, CFI = 0.97, RMR = 0.30). 
The RMSEA = 0.08 is on the upper limit but with a small bootstrapped data set it is a less accurate measure. The multivariate 
kurtosis is 4.1. Thus, a valid and good path model exists.  
 
Figure 2 captures a parent’s motivation as their intention and extension expectations concerning their children’s participation in 
the swim school fitness training activities. As the parent’s experience their children’s swim school fitness training development 
they see consumptive values being acquired.  
 
The servicing, eco-value and satisfiers dimensions of value then, in-turn, display a significant and direct influence on the 
parent’s loyalty position concerning the swim school. Thus the servicing, eco-value and satisfiers dimensions of value are focal 


























Figure 2: Loyalty path model 
 
The total effects of the figure 2 constructs on parent loyalty clearly shows where intension is met, and servicing is being delivered, 
and a value for money proposition exists, and emotionally, the swim school fitness training is a pleasing experience, then parent 
loyalty is likely generated. 
 










Performance 0.20 0.23 0.49
Satisfiers 0.04 0.50 0.52 0.36 0.24 0.23
Loyalty 0.02 0.37 0.54 0.40 0.34 0.10 0.44  
 
DISCUSSION 
Using this local swim school as an example, from figure 2’s loyalty path model it may be inferred that swim schools providing 
a quality product, and at a reasonable value for money price point, whilst also providing levels of servicing, along with a net 
emotionally satisfying experience are likely perceived by parents of swim school children as fitness training facilities that 
warrant their ongoing loyalty. These parents see that their children’s fitness and performance capabilities do improve over time, 
but they do not see this swim school construct as a strong consideration in their acquisition of a loyalty and supporting position. 
 
Hence swim schools should carefully monitor the perceptions of their fitness training programs. They should carefully select and 
deploy skilled (and personable) fitness trainers (or coaches). They should also build programs that grow the parent’s motivation 
to attend (and participate). They should also offer facilities supporting the parents (who pay, bring their children, and have them 
participate in fitness training classes). Simple things like: short travel distance from home to the swim school, convenient 
parking, and comfortable observation positions, can help drive parent loyalty. 
 
Higher levels of parent loyal add support to the wider local community’s perceptions of this swim school as a place-of-value in 
terms of fitness training. Such swim school perceptions articulate as free publicity via ongoing word-of-mouth comments in the 
local community, and through ongoing discussions with the participant family’s members and their friends. Another cheap 
publicity vehicle is the updating of the website and social media site with ongoing stories of individual successes and swim 
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school achievements.  
 
Thus, the formula for success in this field of fitness training is simple, yet it can be very effective, and measured via the growth 
in participant children numbers over time. 
 
CONCLUSION 
A theoretical approach (using a swim school) is used to gauge parental loyalty. This in-turn reflects the parents’ evaluation of 
their family’s participation across the swim school’s fitness training programs. Parental motives to involve their family are 
captured by their intentions to participate in swim school activities, and by the extra offerings they encounter from the swim 
school. The parents see their family members participating – receiving quality instruction, performing better, and receiving solid 
attention (servicing). They see this as value for money. These constructs combine and are seen delivering a net emotionally 
satisfying experience that then drives their loyalty.  
 
Hence, this research supports figure 1’s approach that pre-event motivations (intentions and extensions) do influence at-event 
consumptions (quality, performance, servicing, economic value and satisfiers), and as shown in figure 2, these in-turn do deliver 
post-event gratification (loyalty).       
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